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Nowadays the competition among enterprises is the competition of brands in 
nature. China’s cosmetics market is developing at high speed, and its great 
development potential attracts many internationally renowned cosmetic brands 
which set up their offices in China one after one to snatch the market share. 
Confronted with the drastic competition from international giants of daily chemical, 
the long-established national enterprise -- Shanghai Jahwa United Co., Ltd has 
experienced a series of "ups" and "downs": going from prosperity to downfall and 
then witnessing a mushroom growth again. In fact, multiple-brand strategy plays a 
significant role in the recovery of this enterprise. Therefore, this paper is devoted to 
the study of multiple-brand strategy adopted by Shanghai Jahwa United Co., with 
the purpose of offering salutary lesson on brand strategy (esp. multiple-brand 
strategy) to domestic enterprises, particularly the cosmetic enterprises which are 
dedicated to brand strategy. 
This paper starts with a comprehensive analysis of the internal environment of 
Shanghai Jahwa United Co., analyzing the current macro environment and situation 
of Chinese cosmetics market and introducing the internal environment of Shanghai 
Jahwa United Co. as well as its development tendency. The writer elaborates the 
causes of multi brands on the basis of relevant theories together with STP method, 
SWOT method and Michael Porter's Five Forces Model and so forth. Meanwhile, 
the reasons why Shanghai Jahwa United Co. adopted multi-brand strategy and its 
effect are also discussed base on the successful experience of other enterprise. 
Finally, drawing on lessons of other enterprises, the writer proposes several notable 
problems for Jahwa to pay attention to in carrying out the multi-brand strategy: 
firstly, the internal cooperation among multi brands; secondly, the construction of 
brand structure; and lastly, the risk of purchasing a new brand. 
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第一章  绪论 
第一节  选题背景 
改革开放近 30 年来，中国化妆品工业呈现出前所未有的高速发展态势，化
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